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A B S T R A C T 
 This study aims to analyze the influence of elements of social media marketing activity on consumer 
engagement and brand knowledge including brand awareness and image. This study used a 
quantitative method and purposive sampling technique on 250 respondents. The research was 
conducted on all Indonesian citizens who use social media WhatsApp, Facebook, Instagram, YouTube, 
and TikTok regarding the culinary business of celebrities and YouTubers in Indonesia. The method 
used is the Structural Equation Model with AMOS 24.0 Software. The results of this study indicate that 
the interaction variables, trends, and EWOM have a positive and significant effect on consumer 
engagement, and consumer engagement has a positive and significant effect on brand awareness and 
brand image. While the entertainment and customization variables have no significant effect on 
consumer engagement. 
© 2021 by the authors. Licensee SSBFNET, Istanbul, Turkey. This article is an open access article 
distributed under the terms and conditions of the Creative Commons Attribution (CC BY) license 




The needs of the people in Indonesia have increased, especially during the COVID-19 pandemic which is currently being experienced 
by the whole world, especially in Indonesia. The current pandemic has increased demand and the economy has declined. Competition 
in the business sector is increasing, because many are turning to their own business from home. Likewise, with public figures in 
Indonesia, such as celebrities and YouTubers who have started to open a culinary business by taking advantage of the development 
of social media in the midst of a pandemic like today. Many celebrities and YouTubers have started to open their culinary businesses 
by taking advantage of the development of social media in the midst of a pandemic like today. Some of the consumers will be curious 
and join in wanting to try because they see advertisements spread on social media for the sake of giving the impression that they have 
tried food or beverages from artists’ brand. 
The development of the internet in the community will make it easier for business people to distribute information and promote their 
products. According to data from the Central Statistics Agency (BPS) since the pandemic, the number of Internet users in Indonesia 
in early 2021 reached 202.6 million people. This number increased by 15.5% or 27 million people when compared to 2020. The total 
population of Indonesia itself is currently 274.9 million people. This means that internet penetration in Indonesia will reach 73.7% 
in 2021. The increase in the number of internet users also has an impact on the increasing number of social media users. Through 
social media, several products can be found, such as clothing, cosmetics, to food and beverages that are included in the culinary 
industry. Consumers more often use various types of social media to find information about existing culinary and will grow the 
attraction to meet the food needs of each consumer. Social media that can be used such as Facebook, Instagram, WhatsApp, and 
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TikTok which is currently going viral. Many entrepreneurs are driven by the ease and function of using social media in the culinary 
business sector as a means of promoting their products. 
The culinary industry in Indonesia is also getting richer in terms of variants. In the current use of social media, consumers recognize 
the aesthetic appearance of food must have attractive, unique and aesthetic photos to upload to their respective social media so that 
other people are interested to see their profile. The emergence of new media has a great impact and influence on people's social life. 
Good communication strategies and techniques in implementing promotions using social media are needed for every culinary 
business today. This will affect the success or failure of a culinary business that is being run by the celebrity and YouTuber in 
Indonesia. According to Cheung et al., (2019) Social media marketing activities carried out will be formed from several elements, 
namely entertainment, interaction, trendiness, customization, and EWOM. 
In the use of social media, of course, it requires the engagement of consumers in using social media. This consumer engagement will 
create and increase brand knowledge of a particular business. This can be used by businesses to tie consumers closer to a brand. 
Consumer engagement in the use of social media will be influenced by several elements of marketing activities carried out by each 
company. Given the potential of social media marketing activities, how to build consumer relationships with brands on social media 
has become an important issue for business people (Ismail, 2017; Liu et al., 2019; Prasad et al., 2017). 
Seo & Park (2018) said that in various literatures, social media marketing activities will have an impact on the formation of consumer 
brand knowledge. Brand knowledge in this case includes brand awareness and brand image which will ultimately be influenced by 
several elements. Promotions carried out by every business people using their various social media can provide benefits for 
consumer’s brand awareness. In addition to increasing brand awareness of a product, the engagement of consumers in social media 
can improve brand image for the company. Consumers use social media anytime and anywhere easily and flexibly, through computers 
or mobile phones. Marketing strategy using social media will form and build a brand image through advertising, sales promotion, 
publications and public relations, personal selling, and direct marketing activities carried out by every business people. 
Given the importance of what is described above, this study focuses on an integrative model that aims to examine the relationship 
between elements of social media marketing activity (entertainment, interaction, trendiness, customization, and EWOM), consumer 
engagement, brand awareness, and brand image in a business context. culinary celebrities and YouTubers, in Indonesia. This research 
is useful to contribute to research on social media activity. On the other hand, the research conducted can be taken into consideration 
in the formulation of policies and strategies. Especially with regard to the use of social media in marketing activities that will affect 
consumer engagement in the brand and its relationship with brand image and awareness of a brand. 
Various fields and many studies on social media marketing activities, are still discussing and focusing more on the effects of social 
media marketing activities on customer satisfaction or consumer purchase intentions (Sano, 2015). It is still rare to discuss the 
influence of elements of social media marketing activities on consumer involvement in brands and their relationship to awareness 
and brand image of a product. This is what makes the writing of this research important to do. The purpose of this study was to 
determine the effect of social media marketing activities on consumer engagement and brand knowledge. The method that will be 
used in this research is a quantitative method with a sample of consumers who use social media. 
Literature Review 
Theoretical Background and Conceptual Framework 
Social Media Marketing 
In essence, social media is an internet-based technology that facilitates conversation. Social media reflects new sources of online 
information that are created, circulated, and used by consumers with the aim of educating each other about products, brands, services, 
personalities, and relevant issues that are currently happening. According to Cheung et al., (2019) social media has two interrelated 
promotional roles. First, social media allows companies to communicate with customers. Second, social media can be used by 
customers to communicate with other customers. 
Kotler and Keller (2016) state that social media is a place for consumers to be able to share information in the form of text, images 
and videos related to a product, both among themselves and between consumers and companies or producers. There are many forms 
of social media that can be used by every user, including the most popular ones, namely Facebook, Instagram, WhatsApp, YouTube 
and TikTok. Of course, every social networking website has different services provided to users. This is a characteristic and also the 
advantages of each social networking website.Kim and Ko (2011) include activities on social media as part of entertainment, lifestyle 
and product promotion in the form of word of mouth communication. Conversations between customers provide companies with 
new ways to increase brand awareness, brand recognition and brand recall (Alves et al., 2016). According to Seo & Park (2018), 
Social media marketing activities have several dimensions, namely as follows: Entertainment (Entertainment), Interaction 
(Interaction), Trendiness (Following the Trend), Customization (Customization), and EWOM (Electronic Word of Mouth).  
Entertainment 
Entertainment is the result of fun and games obtained through social media (Agichtein et al., 2008). Entertainment is an important 
component that drives follower behavior and response by creating positive emotions or feelings about the brand in the minds of 
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followers on social media (Bilgihan, 2018). According to Cheung et al., (2019) Marketers use social media as a means to entertain 
consumers and to satisfy their need for pleasure, by sharing photos and direct information about products. 
Entertainment activities, such as games, video sharing and participation in quizzes, can lead consumers to enjoy their experiences on 
social media, thereby motivating their participation in social media-based brand communities (Ashley and Tuten, 2015). 
Entertainment can build a close relationship between consumers and brands that are able to build awareness and image of a brand. 
Therefore, in the context of social media, entertainment represents the extent to which the social media platform offers interesting, 
impressive, and funny content and information to consumers (Gallaugher and Ransbotham, 2010). 
Interaction 
Interaction, according to Bilqin (2018), is a communication created by social media to get customer requests and needs, create 
opinions and suggestions about products and brands in real time. Interaction in social media marketing activities allows consumers 
to exchange experiences with other consumers regarding a particular brand (Cheung et al., 2019). Through this social media platform, 
it is possible to interact between consumers and consumers with businesses/companies. Through social media such as Facebook, 
Instagram, YouTube, WhatsApp, and TikTok, you can provide a notification to all followers or a subject quickly and continuously. 
Using social networks can create interactions using up-to-date broadcasting, and consumers can easily get information (Fischer & 
Reuber, 2011). 
Trendiness 
Trendiness is defined as providing the latest information about a product or service (Bruno et al., 2016). Following trends as another 
component of social media marketing activities means introducing up-to-date product information to customers (Godey et al., 2016). 
The advertisements on this social media platform as a component refer to the advertising and promotion campaigns that businesses 
have carried out through social media to increase sales and develop customer portfolios. Trends are things that can influence consumer 
behavior in the lifestyle they want by growing brand knowledge in the minds of consumers. 
Customization 
Social media customization is a tool for companies to communicate their unique content about brands and can increase loyalty 
preferences to these brands (Martin and Todorov, 2010). Customization is carried out as a component of the customer satisfaction 
assessment provided based on business contacts with all other individual users (Seo & Park, 2018). Businesses on social media can 
transfer the uniqueness of their products and brands to their customers through peer to peer communication. According to Bilqin 
(2018), the action component that creates customer satisfaction is based on business contacts with individual users. Customization is 
a consumer action to set the style that consumers like and follow current trends. 
EWOM 
EWOM is an exchange of service assessments among online users and a different concept from conventional WOM in many ways 
(Seo & Park, 2018). WOM involves sharing experiences with others and may lead customer decision-making for buying or using the 
product or service (Wibowo & Roostika, 2019). The existence of the internet creates a new paradigm in word of mouth 
communication and this is the beginning of the emergence of the term electronic word of mouth (EWOM). Electronic Word of Mouth 
(EWOM) as a response and commitment as well as an emotional response. One way to create consumer response in the form of 
EWOM is to increase brand knowledge which consists of brand image and brand awareness (Seo & Park, 2018). 
Consumer Engagement 
Consumer engagement in a brand is an activity in which it indirectly involves related consumers to search, evaluate alternatives, and 
make decisions that involve brand selection (Vivek et al., 2012). In addition, according to Fung (2014) consumer engagement is 
physical, cognitive, and emotional engagement that will build relationships with the company. Consumer engagement in a brand is 
a concept that appears to see the emotional level of consumers and consumer behavior activities in their engagement with the brand 
(Cheung et al., 2019). Consumer engagement is an emerging concept in marketing in both practical and academic domains (France 
et al., 2016). The concept refers to the consumer's emotional level and behavioral activity in brand interactions and is seen as critical 
in influencing consumer behavioral engagement regarding a particular brand (Harrigan et al., 2017). De Vries et al., (2012) suggest 
that brands that are able to build brand knowledge on consumers have a positive influence on CBE, and are able to strengthen brand 
popularity. 
Brand Awareness 
Brand awareness is the ability of customers to recognize or recall a brand and associate it with a particular product category. 
Dimensions of brand awareness according to Kotler & Keller (2016), namely 1) Brand Recognition is the ability of consumers to 
recognize the brand of a product or service that consumers have previously recognized and 2) Brand Recall is the ability of consumers 
to remember certain brands when looking for certain needs or being told certain types of products. Rapp & Beitelspacher (2013) 
stated that consumers use social media to interact with friends, view photos, videos, and search for businesses and brands. 
 




Kotler & Keller (2016) argues that a set of beliefs, ideas and impressions is defined as the image or image that a person has of an 
object where attitudes and impressions are strongly conditioned by the image or image of the object. This means that a person's 
beliefs, ideas and impressions have a very large influence on behavior and responses what they might do. A brand is a symbol of a 















Figure 1: Conceptual Framework 
Empirical Review and Hypothesis development 
Influence of Elements of Social Media Marketing Activities on Consumer Engagement 
The leading view of Consumer Engagement in the marketing domain is in championing the importance of interactive consumer 
experiences and consumer relationships on brands in building Consumer Engagement. Research conducted by Agichtein et al., (2008) 
and Ashley & Tuten (2015) stated that the entertainment and interaction element is considered fun and has a positive effect on 
consumer engagement which encourages consumers to exert greater cognitive effort to understand more about the brand. Research 
conducted by Vivek et al., (2012); Leckie et al., (2016), and Ashley & Tuten (2015) mention that consumer-brand interaction also 
helps brands with their new product development process, when consumers are active in sharing ideas and input related to products 
so as to increase consumer engagement in brand knowledge. 
Trendy and up-to-date discussion topics available on fan pages of social media platforms will effectively attract more followers to 
engage in activities with other consumers in their work, thereby strengthening consumers' cognitive presence in brand-related 
interactions and helping to develop positive brand perceptions. Research conducted by Chan et al., (2014); Gallaugher & Ransbotham 
(2010) and Dessart et al., (2015) stated that trendy information will help attract consumers' attention, generate positive feelings and 
be able to increase consumer engagement in a particular brand image and awareness. The above description is taken into consideration 
in building the following hypothesis: 
Research conducted by Dehghani & Tumer (2015) and Ismail (2017) stated that customization can strengthen the perceived value of 
brand pages and build consumer trust in brands so that the customization element in social media marketing activities is proven to 
have an influence on consumer engagement and arguably increases consumers' cognitive understanding of brand. The above 
description is taken into consideration in building the following hypothesis: 
The effect of online branding shows that current buying is due to the strong role of EWOM in building brand image and brand 
awareness. Social media marketing allows companies to communicate easily and quickly with consumers. Research conducted by 
Chae et al., (2015) and De Vries et al., (2012), agrees that the availability of EWOM on social media platforms and its use helps in 
deepening consumer engagement with positive brand knowledge, thereby strengthening consumer and brand relationships. The above 
description is taken into consideration in building the following hypothesis: 
H1: Elements of marketing activities (Entertainment) has a positive effect on consumer engagement. 
H2: Elements of marketing activity (Interaction) has a positive effect on consumer engagement. 
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H4: Elements of marketing activities (Customization) has a positive effect on consumer engagement. 
H5: Elements of marketing activity (EWOM) has a positive effect on consumer engagement. 
Bruhn et al. (2012) said that the use of social media allows companies to increase their brand awareness. The use of social media 
adds to the attractiveness of a brand and increases the level of consumer intimacy with the brand. According to Kotler & Keller 
(2016), the definition of brand awareness is the ability of consumers to identify brands under different conditions, as reflected by 
their brand recognition or perceived recall. This is in line with research conducted by Brodie et al., (2013) and Hanna et al., (2011) 
which stated that consumer engagement in a brand can affect the awareness of a particular brand. The above description is taken into 
consideration in building the following hypothesis: 
H6: Consumer engagement has a positive effect on brand awareness.  
Brands exist as a differentiator between one product and another, and to guarantee a certain quality. According to Kotler & Keller 
(2016), the definition of brand image is the perception and belief made by consumers, as reflected in associations that occur in 
consumer memory. The research conducted by Chahal & Rani, (2017) and Manthiou, et al (2016) stated that consumer engagement 
is able to affect the image of a brand in the eyes of consumers. The emotional attachment to the brand that is built through the process 
of consumer engagement promotes a strong and positive brand attitude, thereby strengthening the brand image. The above description 
is taken into consideration in building the following hypothesis: 
H7: Consumer engagement has a positive effect on brand image. 
Research and Methodology 
Population and Sample 
In this study, the population used is social media users. While the samples in this study were users of social media Facebook, 
Instagram, YouTube, WhatsApp, and TikTok to see the marketing activities of the culinary business of celebrities or YouTubers in 
Indonesia. The number of samples required is as many as 250 respondents. The method used to determine the sample in this study is 
non-probability sampling and sampling of respondents in this study is based on purposive sampling method. In conducting this 
research, the writer collects data through two methods, namely Questionnaire (Google Form) and literature study. The scale used in 
describing the value of the answers to the questions posed in this questionnaire uses 7 Likert scales. The Likert scale used is: 1= 
Strongly Disagree (STS); 2 = Disagree (TS); 3 = Disagree (KS); 4 = Neutral (N); 5 = Slightly Agree (US); 6 = Agree (S); and 7 = 
Strongly Agree (SS). 
Analysis Method  
This study uses SEM (Structural Equation Modeling) analysis using the AMOS 24 analysis tool. The first time the tested model can 
be modified by testing the standardized residuals that have been generated. The cut off value of 2.58 can be used to assess whether 
or not the residuals generated by the model are significant. The cut off value >= ± 2.58 was interpreted as significant at the 5% level. 
This significant residual indicates a substantial prediction error for a pair of indicators. If it is more than the cut off value, then it 
needs to be modified. 
According to Joreskog & Sorborn (1993) Confirmatory Factor Analysis (CFA) a construct measurement model that cannot be 
measured directly, to test unidimensionality, validity, and reliability. Confirmatory Factor Analysis (CFA) is used to confirm or test 
a model. What is tested is the validity of indicators in a model. Validity test was conducted to determine the accuracy of the data 
collection tool or questionnaire. A questionnaire is said to be reliable if it is able to measure what should be measured through variable 
indicators. Construct validity consists of four types, namely Discriminant Validity, Convergent Validity, Construct Reliability and 
Variance Extracted. If the model is fit, we can evaluate each construct in two ways, namely by looking at the significance of the 
loading factor indicator or standardized regression weight estimate and through construct reliability and variance extracted. A good 
construct reliability value is above 0.70 while a good average variance extracted value is above 0.50. 
This study will explain the influence of the elements of social media marketing activities consisting of entertainment (HIB), 
interaction (INT), trendiness (TRE), customization (KUS), EWOM (EWO) on consumer engagement (KK) and brand 
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Table 1: Validity and Reliability Test 
Variable Indicator Standard 
Loading 
Standard Load² Measurement Error CR VE 
HIB HIB4 0.751 0.564 0.436 0.9 0.6 
HIB3 0.838 0.702 0.298 
HIB2 0.801 0.642 0.358 
HIB1 0.771 0.594 0.406 
INT INT4 0.777 0.604 0.396 0.9 0.7 
INT3 0.743 0.552 0.448 
INT2 0.888 0.789 0.211 
INT1 0.836 0.699 0.301 
TR TRE3 0.88 0.774 0.226 0.8 0.7 
TRE2 0.773 0.598 0.402 
TRE1 0.766 0.587 0.413 
KUS KUS4 0.819 0.671 0.329 0.9 0.6 
KUS5 0.756 0.572 0.428 
KUS3 0.821 0.674 0.326 
KUS2 0.792 0.627 0.373 
KUS1 0.805 0.648 0.352 
EWO EWO3 0.854 0.729 0.271 0.8 0.6 
EWO2 0.744 0.554 0.446 
EWO1 0.799 0.638 0.362 
KK CCP3 0.748 0.560 0.440 0.9 0.6 
CCP2 0.776 0.602 0.398 
CCP1 0.715 0.511 0.489 
CAF1 0.779 0.607 0.393 
CAF2 0.814 0.663 0.337 
CAF3 0.825 0.681 0.319 
CAC1 0.731 0.534 0.466 
CAC2 0.774 0.599 0.401 
CAC3 0.845 0.714 0.286 
KM KM1 0.793 0.629 0.371 0.9 0.7 
KM2 0.872 0.760 0.240 
KM3 0.854 0.729 0.271 
KM4 0.864 0.746 0.254 
KM5 0.825 0.681 0.319 
CM1 0.833 0.694 0.306 0.9 0.7 
CM CM2 0.823 0.677 0.323 
CM3 0.802 0.643 0.357 
CM4 0.856 0.733 0.267 
CM5 0.858 0.736 0.264 
CM6 0.87 0.757 0.243 
CM7 0.818 0.669 0.331 
 
From table 1 it is known that all indicators in this study already have a loading factor value of more than 0.5, so it can be concluded 
that all indicators in this study are valid. From Table 4.10 it can also be seen that construct reliability (construct reliability) all 
variables have shown 0.7. As for the variance extracted in this study, each variable also has a value of 0.5. So it can be concluded 
that the questionnaire used for this study was declared reliable. 
Result and Discussion  
The total number of questionnaires given to respondents was 262. Completely filled out questionnaires that could be used were 255. 
Of the 255, they were checked again so that the amount of data used in the SEM analysis was 243. The study was conducted online, 
because the Covid-19 outbreak had not subsided, the research was conducted with the Google Form platform which is distributed 
through the WhatsApp and Instagram applications. Then testing with determine the model by connecting endogenous and exogenous 
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Figure 2: Diagram and path 
Normality Test 
This normality test is to observe the value of the Critical Ratio (CR) of the data used, if the multivariate data value is between the 
range of ± 2.58, the research data can be said to be normal. The results of the normality test showed the multivariate CR value is 
1.937, which means it is already between + 2.58 and – 2.58. So that the data in this study can be said to be normally distributed. 
The results show that the Goodness of Fit value has met all the criteria so that the model in this study can be said to be Fit as shown 
in the table. 
Table 2: Value of Goodness of Fit 
Fit Index Goodness of Fit Criteria Cut-off value Information 
Absolute Fit Chisquare Small 598.173 Fit 
Probability ≥ 0.05 0.056 Fit 
CMINDF ≤ 2.00 1.802 Fit 
Incremental Fit CFI ≥ 0.90 0.955 Fit 
TLI ≥ 0.90 0.941 Fit 
Parsimony Fit PGFI ≥ 0.60 0.628 Fit 


























Figure 3: Hypothesis Analysis 
 
Table 3: Regression weight test results 
   Esti-
mate 
SE CR P Information 
Consumer 
Engagement 
<--- Entertainment .148 .217 .681 .496 Not significant 
Consumer 
Engagement 
<--- Interaction .210 .102 2.059 .039 Significant Positive 
Consumer 
Engagement 
<--- Trendiness .270 -121 2.237 .025 Significant Positive 
Consumer 
Engagement 
<--- Customization .037 .277 .134 .893 Not significant 
Consumer 
Engagement 
<--- EWOM .345 .134 2.568 .010 Significant Positive 
Brand Awareness <--- Consumer 
Engagement 
1.073 .104 10.300 .000 Significant Positive 
Brand Image <--- Consumer 
Engagement 
.994 .109 9.084 .000 Significant Positive 
 
The results of the analysis in Table 4 show that: 
i. Entertainment has no significant effect on Consumer Engagement. This result is evidenced by a positive estimate value, a t-
statistic value below 1.96 and a P-Value value above 0.05. So H1 in this study is not supported. 
ii. Interaction has a positive and significant effect on Consumer Engagement. This result is evidenced by a positive estimate 
value, a t-statistic value above 1.96 and a P-Value value below 0.05. So that H2 in this study is supported. 
iii. Trendiness has a positive and significant effect on Consumer Engagement. This result is evidenced by a positive estimate 
value, a t-statistic value above 1.96 and a P-Value value below 0.05. So that H3 in this study is supported. 
iv. Customization has no significant effect on Consumer Engagement. This result is evidenced by a positive estimate value, a 
t-statistic value below 1.96 and a P-Value value above 0.05. So H4 in this study is not supported. 
v. EWOM has a positive and significant effect on Consumer Engagement. This result is evidenced by a positive estimate value, 
a t-statistic value above 1.96 and a P-Value value below 0.05. So that H5 in this study is supported. 
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vi. Consumer Engagement has a positive and significant effect on Brand Awareness. This result is evidenced by a positive 
estimate value, a t-statistic value above 1.96 and a P-Value value below 0.05. So that H6 in this study is supported. 
vii. Consumer Engagement has a positive and significant effect on Brand Image. This result is evidenced by a positive estimate 
value, a t-statistic value above 1.96 and a P-Value value below 0.05. So that H7 in this study is supported. 
Implications 
The analysis in this study was carried out using the Structural Equation Modeling (SEM) method using AMOS 24 software. Of the 
7 hypotheses analyzed, it was found that the second, third, fifth, sixth, and seventh hypotheses were supported and the first and fourth 
hypotheses were not supported. 
Effect of Entertainment Marketing Activities on Consumer Engagement 
The results of the analysis in this study do not support the first hypothesis because the relationship between the elements of 
entertainment social media marketing activities and consumer engagement is not significant. These results contradict several previous 
studies by Dehghani & Tumer (2015) and Ismail (2017), but there are also several studies that support the results of this study, namely 
Cheung et al., (2019) and Lim et al., (2017) which also found that elements of social media marketing activities entertainment has 
no significant effect on consumer engagement. The findings of the first hypothesis analysis in this study indicate that entertainment 
does not have such an important role in increasing consumer engagement in choosing social media to be used in finding information 
about culinary celebrities or YouTubers in Indonesia. Most consumers enjoy the entertainment available on social media, such as 
quiz games and picture videos just for refreshing. It cannot be ascertained that there is consumer engagement in determining which 
social media will be used to find information about the culinary business in Indonesia. 
Effect of Interaction Marketing Activities on Consumer Engagement 
The results of the analysis in this study support the second hypothesis which states that there is a positive and significant influence 
on the interaction elements of social media marketing activities on consumer engagement in the culinary business of celebrities and 
YouTubers in Indonesia. These findings are supported by several previous studies by Cheung et al., (2019); Vivek et al., (2012); 
Leckie et al., (2016); and Ashley & Tuten (2015). The findings in this study indicate that the existence of interaction facilities in 
social media that makes it easier for consumers to communicate with other consumers is needed. Culinary business owners must pay 
attention to and develop interaction facilities in their business social media, because the better the interaction between consumers, 
the better the engagement of consumers in the culinary business. Interaction services in social media that need to be improved by 
celebgrams and YouTubers as culinary businessmen include, easy communication between consumers on social media, easy for 
consumers to exchange opinions on social media, and easy for consumers to express their hearts on social media. 
Effect of Trendiness Marketing Activities (Following Trends) on Consumer Engagement 
The results of the analysis in this study support the third hypothesis which states that there is a positive and significant influence of 
trendiness elements of social media marketing activities on consumer engagement in the culinary business of celebrities and 
YouTubers in Indonesia. These findings are supported by several previous studies, namely Seo and Park (2018); Miswanto and 
Angelia (2018); and Cheung et al., (2019), so it is increasingly evident that trends have an important role in increasing trust in 
consumer engagement. However, the results of this study also contradict other findings by Pomalaa, Mursityo, and Herlambang 
(2018). The results of the third hypothesis analysis prove that the existence of social media that is increasingly following the trend 
will have an important role in increasing consumer confidence in using social media so that it is not outdated which is growing. 
Culinary business owners must continue to develop existing facilities and services in social media so that they can always present 
the latest social media following current trends among the majority of consumers. 
Effect of Customization Marketing Activities on Consumer Engagement 
The results of the analysis in this study do not support the first hypothesis because the relationship between elements of customized 
social media marketing activities and consumer engagement is not significant. These results contradict several previous studies by 
Pomalaa, Mursityo, and Herlambang (2018); Seo and Park (2018); and Lim et al., (2017) but there are also several studies that support 
the results of this study, namely Cheung et al., (2019) which also found that the elements of customized social media marketing 
activities had no significant effect on consumer engagement. The findings of the fourth hypothesis analysis in this study indicate that 
customization does not have such an important role in increasing consumer engagement in using social media to be used in finding 
information about culinary celebrities or YouTubers in Indonesia. The phenomenon that exists in Indonesia itself, currently social 
media is growing and has various types. Consumers who enjoy it also certainly have their own desires and styles that cannot be 
realized directly in these social media services. The social media used by consumers only follows the style and model of the business 
owner/owner of the culinary business's social media account. This is because consumers do not directly feel the services provided by 
business people, 
Effect of EWOM Marketing Activities on Consumer Engagement 
The results of the analysis in this study support the fifth hypothesis which states that there is a positive and significant effect of 
elements of EWOM's social media marketing activities on consumer engagement in the culinary business of celebrities and 
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YouTubers in Indonesia. These findings are supported by several previous studies by Pomalaa, Mursityo, and Herlambang (2018); 
Rizkiawan (2019); Chen and Lin (2019); Chae et al., (2015); and De Vries et al., (2012). 
The findings in this study indicate that the elements of EWOM's social media marketing activities play an important role in consumer 
engagement in choosing social media to be used in making their choices in the culinary field. EWOM will play an important role 
because consumers read reviews or reviews of culinary products from other consumers via the internet, which in turn will encourage 
interest in purchasing the product or brand. Consumers will also be more motivated to make repeat purchases in the future and 
encourage consumers to provide product recommendations to other consumers. This will create confidence in consumers about the 
quality and benefits of these culinary products. 
Effect of Consumer Engagement on Brand Awareness 
The results of the analysis in this study support the sixth hypothesis which states that there is a positive and significant influence of 
consumer engagement on brand awareness in the culinary business of celebrities and YouTubers in Indonesia. These findings are 
supported by several previous studies, namely Bilgihan et al. (2019); Rizkiawan (2019); Brodie et al., (2013) and Hanna et al., (2011) 
so that it is increasingly proven that consumer engagement has an important role in growing brand awareness in a culinary business. 
However, the results of this study also contradict other findings, namely by Cheung et.al., (2019) which states that there is no 
significant influence of consumer engagement on brand awareness in the culinary business of celebrities and YouTubers in Indonesia. 
The results of the analysis of the sixth hypothesis prove that the results of the study indicate that consumer engagement is one of the 
factors that influence consumer awareness of culinary business product brands in Indonesia. With increasing engagement, consumers 
have a greater motivation to pay attention, understand, and elaborate information about the purchase. Consumers will evaluate and 
compare the available brand options based on the value of each attribute. Based on the evaluation and comparison process, consumers 
can choose one of their brand choices. 
The Effect of Consumer Engagement on Brand Image 
The results of the analysis in this study support the seventh hypothesis which states that there is a positive and significant influence 
on brand image in the culinary business of celebrities and YouTubers in Indonesia. These findings are supported by several previous 
studies, namely by Chahal & Rani, (2017) and Nguyen Van Thang et al., (2016) so that it is increasingly proven that consumer 
engagement has an important role in increasing trust in the brand image of a culinary business. However, the results of this study 
also contradict other findings, namely by Chen and Lin (2019) which state that there is no significant influence of consumer 
engagement on brand image in the culinary business of celebrities and YouTubers in Indonesia. Cheung et al., (2019) analyze no all 
consumer engagement has an effect on brand image. 
The results of the seventh hypothesis analysis prove that consumer engagement has an effect on brand image. These results can be 
explained that consumer engagement in the use of social media to find information about culinary is the right step to improve the 
brand image of a culinary business belonging to celebrities and YouTubers in Indonesia. The advantages in marketing products 
through social media, among others, there are no limitations in time, place, and almost no use of fees are highly considered by 
consumers. Consumer engagement in this case, increasing is a very effective way to improve the brand image of a culinary business 
product belonging to celebrities and YouTubers. 
Conclusions  
This study analyzes 8 variables related to the use of social media marketing activities for the culinary business of celebrities and 
YouTubers in Indonesia, these variables include entertainment (HIB), interaction (INT), trendiness (TRE), customization (KUS), 
EWOM (EWO) on consumer engagement (KK) and brand knowledge consisting of brand awareness (KM) and brand image (CM). 
From the five variables, it was developed based on the theory and previous research into 7 hypotheses which were analyzed in this 
study. From the 7 hypotheses analyzed, it was found that the first, second, third and fourth hypotheses were supported and the fifth 
hypothesis was not supported. 
From the results of the analysis in this study, the author recommends several implications of the findings to celebrities and YouTubers 
as culinary business owners. For celebrities and YouTubers who have culinary businesses in Indonesia, it is advisable to be able to 
form a marketing team in managing social media that is able to move consumers as marketing agents, namely through elements of 
social media marketing activities, especially interactions, following trends, and EWOM. Perhaps this can be formed through the 
provision of good reviews or reviews on social media and recommendations by consumers to those around them. 
Celebrities and YouTubers who have culinary businesses in Indonesia are expected to be able to do social media marketing well, 
complementing marketing instruments with well-managed social media because it is proven to be able to foster consumer engagement 
which later consumer engagement can increase brand awareness and brand image of a business. culinary business run by 
businessmen.  
The limitation in this study is that it still does random sampling so it cannot be ascertained that the respondents in this study have the 
same level both economically and geographically. This study is still analyzing consumer engagement and brand knowledge with 
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limited variables, namely elements of social media marketing activities such as entertainment, interaction, following trends, 
customization, and EWOM. 
Furthermore, the respondents in this study are still limited to consumers who use social media, have not specifically used social 
media to view information about the culinary business of celebgrams or YouTubers, so most people still do not understand the 
culinary business of celebgrams and YouTubers in Indonesia 
For further research, it is recommended to expand the scope of research and compare or combine other variables in an effort to 
increase consumer engagement and brand knowledge. Further research is also expected to be able to develop measurement of 
variables both elements of entertainment marketing activities, interaction, trendiness, customization, and EWOM. Future research is 
also expected to be able to combine analytical methods, namely using mixed methods by complementing quantitative findings with 
qualitative findings 
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